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Abstract  
The rapidly growing communication, media and information technology and the widespread 
development of global information infrastructure has influenced the ways and patterns of business 
activities in the trade industry, social and political governance.  Indonesia is one of the countries that has 
the largest internet growth after China and India. This growth is likely to form online buying and selling 
transactions. It is supported by a survey conducted by APJII (Association of Indonesian Internet Service 
Providers) about Internet Users in Indonesia in 2016 that the most frequently visited commercial content 
was online shop (62%) or equal to 82.2 million. Visitors and big opportunities for online shops have an 
impact on the emergence of more e-commerces whose goods or products sold come from the website or 
application itself without giving opportunity or place for other sellers to sell their products. Based on the 
data from CNN Indonesia, the number of Lazada app’s downloaders is in first place followed by its 
competitors Tokopedia and Bukalapak. The abundance of e-commerce in Indonesia creates increasingly 
fierce competition. Many e-commerce applications or websites provide display menu that makes it easier 
for users to shop, quality and complete items, varied price ranges, and trusted image of the e-commerce.  
Keywords: Word-of-Mouth; Brand Image; E-Commerce; Lazada 
 
1. Introduction 
Indonesia is one of the countries that has the largest internet growth after China and India. This 
growth is likely to form online buying and selling transactions. It is supported by a survey conducted by 
Association of Indonesian Internet Service Providers (APJII) about Internet Users in Indonesia in 2016 
that the most frequently visited commercial content was online shop (62%) or equal to 82.2 million. 
 
The development of the internet makes it easy for e-commerce to be a place of sale and purchase 
since the goods or products come from the website itself and do not give chances or places for other 
sellers to sell their products. The emergence of e-commerce creates a very tight competition. Many e-
commerce services provide the best service, including the ease of use, the quality and completeness of the 
goods sold, the varied price ranges, the trusted image of e-commerce, and so forth. 
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Based on the data from CNN Indonesia, the number of Lazada app’s downloaders is in first place 
followed by its competitors Tokopedia and Bukalapak. Lazada is in the first rank because it is an online 
shopping center that offers various types of products consisting of electronics, books, children’s toys, 
baby equipment, medical devices, beauty products, household appliances, traveling equipment, and sports 
equipment. 
 
Lazada provides various kinds of needs with a simple display. It makes it easy for users to use 
these services through the website or application. Perceived ease of use is a belief about the decision-
making process. If someone feels that the information system is easy to use, he/she will use it. On the 
other hand, if someone believes that the information system is not easy to use, he/she will not use it. 
 
There are many Lazada users who get information about its products from various sources of 
information including word of mouth communication. It makes it easier for users to provide information 
from where they got information about Lazada; that is from the closest people like friends, family, 
colleagues or relations. Thus, if they already have confidence in the information or advice, commonly, 
they will act based on the reference. 
 
Brand image sourced from experience illustrates that involvement between consumers and 
companies has occurred. Such involvement will occur if the company can satisfy consumers. In 
purchasing decisions, consumers really choose products that are considered to be in accordance with their 
needs and desires in which a product brand depends on the image attached. Thus, companies must be able 
to provide the best products that are in accordance with customers’ needs and desires. Brand image has a 
very important role because it can distinguish a company or a product from another. The objective of this 
research is to analyze the effect of perceived ease of use (X1), word of mouth communication (X2), and 
brand image (X3) variables simultaneously on the decision to use (Y). 
 
 
2. Literature Review 
2.1. E-Commerce 
 
Bryan A. Garner stated that “e-commerce covers the practice of buying and selling goods and 
services through online consumer services on the Internet. E-commerce, shortened from electronic 
commerce, has become a popular prefix for other terms associated with electronic transactions”. 
Basically, the definition of e-commerce is the purchase and sale of goods and services by using online 
computer services on the Internet (Barakatullah et al., 2005). 
 
E-commerce according to Khan (2016) is electronic commerce or buying and selling of goods 
and services on the Internet. In addition to buying and selling, many people use the internet as an 
information source to compare prices or see the latest products offered before making purchases online or 
through traditional stores. 
 
Internet and e-commerce are closely related to developed countries. But internet and e-commerce 
can be used well in developing countries. For ideal business purposes, e-commerce is a revolution in 
business practices (Khan., 2016). Electronic commerce is a concept that explains the process of buying 
and selling or exchanging products, services, and information through computer networks including the 
internet (Khan., 2016). E-commerce according to Rajasetar and Agarwal (2016) is a type of business 
model, or segment of a larger business model, which allows companies or individuals to do business 
through electronic networks; commonly the Internet. E-commerce is one of the main criteria of 
Information Technology and communication revolution in the economic field (Nanehkaran., 2013). 
Through virtual markets, physical stores that do not sell unique or rare items allow e-commerce access 
runs uniquely. 
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E-commerce fundamentally changes the way of economy and business run. E-commerce allows 
companies to find new ways to expand the market where they compete, to attract and retain customers by 
adjusting products and services to their needs, and to restructure their business processes with the aim of 
providing products and services more efficiently and effectively (Azadi., 2011). However, e-commerce 
services can shift their focus from building the customer base to increasing revenue growth and 
profitability which must reevaluate their current business strategy (if any) and develop strategies that 
provide a clear path to profitability. 
 
E-commerce services in Indonesia are currently being chosen more because the development of 
the internet in Indonesia is very well supported by telecommunication sophistication on smartphones. So, 
this e-commerce service makes it easier for consumers to shop without having to come to various stores. 
In addition to facilitating consumers to buy goods, e-commerce services also make it easier for sellers to 
sell goods without having to have a physical store. Good e-commerce services can be reflected through 
testimonials from buyers about the speed of the goods arriving at the hands of consumers and the quality 
of the goods sold, the prices offered by sellers and the speed of sellers to respond to buyers’ questions. 
They also consider whether the e-commerce service can be good or not so that it can compete with other 
e-commerce services. 
 
Based on a survey conducted by CNN Indonesia in 2017, Lazada application has the highest 
number of downloads compared to Tokopedia and Bukalapak. It means that Lazada has a large user so 
that it can compete with other e-commerce. There are several factors that influence why Lazada is one of 
the e-commerce services with the highest number of downloads. It may be influenced by perceived ease 
of use, word of mouth communication and brand image. 
 
 
2.2. Perceived Ease of Use 
 
Perception is the process of individual understanding of objects, phenomena, and events based on 
observation, experience, and supervision obtained through interpretation using five senses. Thus, 
perception is the process of an individual recognizing, comparing, classifying, and interpreting an object 
that he/she sees and feels. According to Monisa (2012), perceived ease of use is a level of someone 
believing that the use of technology only requires a little effort. Ease means having no difficulty or does 
not require hard effort when using the technology. Perception about the ease of use of this technology 
refers to the individual belief that information technology systems can facilitate their activities without 
much effort. 
 
Research conducted by Doshi (2018) shows that perceived ease of use has a positive correlation 
with e-commerce services because e-commerce services in the form of sites and applications are easy to 
use. Users feel easy so that they become proficient at operating it. If they understand and master it, users 
will feel flexible to interact with it. 
 
Research conducted by Surendran (2012) found that perceived ease of use has been widely used 
to help understand and explain user behavior in an information system. The ease of use of information 
systems has an effect on users to use the system. 
 
Perceived ease of use is defined as the degree to which someone believes that using a particular 
system can improve the performance of his/her work (Redzuan et al., 2016). In the organizational context, 
a system that is high in perceived ease of use is one that users believe will have a positive use. 
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Redzuan (2016) explained that it is the extent to which a development is considered a perception 
of ease of use. Then, Redzuan (2016) found results that allow users to communicate with systems that are 
useful for certain people. 
 
 
2.3. Word of Mouth Communication 
 
Word of mouth communication is the most effective form of promotion. Satisfied customers will 
be the spokesperson for the company’s products more effectively and convincingly than any type of 
advertisement. According to Kotler & Armstrong (2012) word of mouth communication is a personal 
communication about the product between the buyer and the people around them. Word of mouth 
communication is a form of conversation about a product, between one person with another person in 
which there is a message that is sometimes not realized by the information giver or by the recipient of the 
information. 
 
Research conducted by Thi and Tao (2017) showed that electronic word of mouth communication 
has a positive impact on purchase intention. Their analysis also concluded that electronic word of mouth 
communication has an indirect impact on purchase intention, brand image, and perceived value. 
 
Another study conducted by Luong (2017) found that electronic word of mouth communication 
greatly affects brand image and intentions of Vietnamese consumers when choosing tourism products. It 
means that whenever customers want to find a brand or have the intention of buying a product, they will 
pay attention to electronic word of mouth communication. 
 
In addition, a study conducted by Omer et al (2014) in the International Journal of Arts & 
Sciences Conference: Las Vegas, Nevada, USA concluded that there is a significant positive correlation 
between electronic word of mouth communication on brand image and purchase intention. 
 
Research conducted at Ain Shams University in Egypt by Elseidi and El-Baz (2016) concluded 
that eWOM can positively or negatively shape brand image and attitude in the consumer mindset. Finally, 
the effect of electronic communication of word of mouth communication on consumer purchase intention 
is significant and can bring positive changes in consumer attitudes to the brand when they receive 
information from trusted sources. 
 
Similar findings were also obtained in the UK. A professor at Newcastle University Filieri (2015) 
in a research on e-WOM found that information and normative influences play an important role in 
determining how consumers value the quality of a product. 
 
Research conducted by Haijli et al (2014) shows that potential buyers to search for WOM socially 
for new products based on information provided by other consumers through assessment and review. 
 
Regarding Lazada service as the object of this research, based on the research findings from 
several researchers it is concluded that users will use Lazada e-commerce services after getting reviews 
from other users. Service users will trust to use Lazada if they have received a good review results from 
the previous user. 
 
 
2.4. Brand Image  
 
According to Kotler and Keller (2012), a brand, as a name, term, sign, symbol, or design, or 
combination of them, is intended to identify the goods or service of one seller or group of sellers and to 
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differentiate them from those of competitors. Based on these definitions, it can be concluded that the 
brand is a “sign in the form of images, names, words, letters, numbers, arrangement of colors or a 
combination of these elements that have distinguishing features and are used in the trading of goods and 
services. 
 
Other researchers showed that there is a significant correlation between brand image and 
purchasing decisions (Shukla., 2011). Charo et al (2015) found that brand image has a significant and 
positive effect on buyers’ decisions. Jallilvand and Samiei (2012) and Torlak et al (2014) found that brand 
image has a moderating effect on purchasing decisions. 
 
Brand image on Lazada e-commerce services is considered to be very important because the 
brand becomes the identity of the service. In addition, the brand will also grow consumer loyalty. 
Consumer loyalty will provide benefits for e-commerce parties because consumers will often use these 
services. If consumers are familiar with e-commerce services, they will not easily move to other e-
commerce services. The more consumers satisfied with the quality of products sold, services and ease of 
use, the higher the selling value of a brand. Brand image according to Elseidi and El Baz’s (2016) 
research is a brand image concept that has attracted the attention of academics and practitioners because 
its importance affects many marketing outcomes. Other researchers also mention that their brand and 
image usually have important competitive advantages that create significant additions and values for a 
company (Ait-Sahalia., 2004). In addition, the research conducted by Shukla (2011) shows that brand 
image is an important mediator in the correlation between normative interpersonal influences and classy 
brands in the intention to buy. 
 
Other research states that brand image is a very important competitive advantage that helps create 
value through brand differentiation, decisions to buy, build and significant value for organizations (Kala 
and Chaubey, 2018). Brand image according to Shahrinaz et al (2016) consists of attributes and benefits 
offered by a brand to distinguish it from other competitors. 
 
Thus, brand image becomes an important indicator whose ability can fulfill its social function of 
self-expression and self-presentation (Elseidi and El Baz., 2016). Brand image is one of the 
considerations for someone using Lazada e-commerce services to shop because brand image is something 
that is reviewed first by the customer. By looing at the brand image, they will get an idea of the contents 
of the service. 
 
Research conducted by Anwar et al (2011) at the University of Islamabad, defines brand image as 
the sum of brand associations in consumer memory that leads to brand perception and brand associations 
including brand attributes, brand benefits, and brand attitudes. 
 
 
2.5. Purchase Decision  
 
Purchase decision can be considered as one of the main components of consumer cognitive 
behavior that show to what extent someone intends to buy a particular brand or product (Hosein., 2012). 
According to Spears and Singh (2004) purchasing decisions are consumers’ conscious plans to try or buy 
the products. Previous research conducted by Moe and Fader (2004) found that purchasing decisions are a 
key indicator of the success of online advertising. Many studies agree that consumer attitudes toward a 
product or brand affect purchase intentions (Ajzen., 2001). In addition, other researchers showed a 
significant correlation between brand image and purchase intention (Shukla., 2011). 
 
Purchasing decisions can be considered as one of the main components of consumer cognitive 
behavior that shows a conscious plan for consumers to try or buy products (Spears & Singh., 2004). Other 
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researchers show that there is a significant correlation between brand image and purchasing decisions 
(Shukla., 2011). Charo et al (2015) found that brand image has a significant and positive impact on 
buyers’ decisions. Jallilvand and Samiei (2012) and Torlak et al (2014) found that a brand image of a 
brand has a moderating effect on purchasing decisions. Purchasing decisions are also defined as decisions 
to act or psychological actions that show an individual’s behavior towards a product (Samin et al., 2012). 
 
Purchasing decisions indicate the desires of consumers based on their experiences, preferences 
and externals on the environment to gather information, and make purchasing decisions (Schiffman and 
Kanuk., 2000). A research conducted by Zhang et al (2004) investigated the direct effects of brand image 
and service quality on brand image and purchasing decisions for private label brands and revealed that it 
has a positive correlation to buying intentions that are affected by the brand image. 
 
 
3. Methododology 
 
This research applied multiple regression analysis, which is a tool to predict the value of the 
effect of two independent variables or more on one dependent variable. It aimed to prove whether or not 
there is a functional or causal correlation between two or more independent variables (Nugroho., 2005). 
 
In addition, the research sampling was carried out using non-probability sampling technique. This 
technique did not use opportunity selection procedures but relies on the personal judgment of the 
researcher. The research sampling was based on the consideration that respondents had used Lazada e-
commerce services. The samples were chosen by the author as the data source needed for this research. 
 
This research applied error tolerance (e) of 10% and the population (n) of 10,000,000 Lazada 
application users. The following is the calculation of the number of samples using the Slovin formula (1): 
 
 
                                                                             (1) 
 
 
Based on the results of these calculations, the research samples are amounted to 99.99 which was 
then rounded up to 100 users. 
 
The data collection of in this study used questionnaires to Lazada users. The respondents were 
people who have used Lazada e-commerce services. Data collection was carried out through a 
questionnaire submitted to each selected respondent. By using a questionnaire personally, researchers can 
relate directly to the respondent and can provide explanations as needed. The research data were obtained 
directly from filling out the questionnaire by the respondents. The questionnaire of this research consisted 
of questions of each indicator of the research variables. 
 
The questions on the questionnaire were made on a Likert scale. The Likert scale is a scale that is 
widely used. It required respondents to mark the degree of agreement or disagreement with each of a 
series of statements regarding the stimulus object. Generally, a measurement uses five response categories 
that range from "strongly agree" to "strongly disagree" (Malhotra, 2009). Scale 1-5 is used to obtain 
numerical data and given a score or value for the category of questions with “strongly disagree” or 
“strongly agree answers”. 
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4. Findings 
4.1. Validity Test 
 
 
     Table 1 Validity test results of the research variables 
Variables Item Number  r- table Description 
Perceived Ease of Use(X1) 
1 0.808 0.361 Valid 
2 0.847 0.361 Valid 
3 0.896 0.361 Valid 
4 0.825 0.361 Valid 
Word of Mouth Communication 
(X2) 
1 0.666 0.361 Valid 
2 0.652 0.361 Valid 
3 0.729 0.361 Valid 
4 0.628 0.361 Valid 
5 0.717 0.361 Valid 
6 0.809 0.361 Valid 
7 0.804 0.361 Valid 
8 0.748 0.361 Valid 
Brand Image (X3) 
1 0.737 0.361 Valid 
2 0.672 0.361 Valid 
3 0.707 0.361 Valid 
4 0.593 0.361 Valid 
5 0.677 0.361 Valid 
6 0.675 0.361 Valid 
Purchase Decision (Y) 
1 0.820 0.361 Valid 
2 0.789 0.361 Valid 
3 0.582 0.361 Valid 
4 0.702 0.361 Valid 
    Source: Processed primary data (2018) 
 
 
Validity test was carried out to find out whether or not the questions given are quite valid. Based 
on the test that had been carried out whose results are listed in Table 1, it was found that the r-table values 
of all questions are more than 0.30 which were considered as valid. 
 
 
4.2. Reliability Test 
 
       Table 2 Reliability test results of the research variables 
Variables Cronbach’s Alpha (α) Values Description 
Perceived Ease of Use(X1) 0.859 Reliable 
Word of Mouth Communication (X2) 0.863 Reliable 
Brand Image (X3) 0.786 Reliable 
Purchase Decision (Y) 0.713 Reliable 
      Source: Processed primary data (2018) 
 
 
Reliability test is a test used to measure a questionnaire containing indicators of research 
variables. From the results of output in Table 2, the entire Cronbach’s alpha values of the research were 
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greater than 0.7. Therefore, it is concluded that all research instruments are reliable. It proves that this 
research can be continued. 
 
 
4.3. Multiple Linear Regression Analysis 
 
           Table 3 Multiple linear regression test 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients t Sig. 
B Std. Error Beta 
1 
(Constant) 1.048 2.356  .445 .657 
X1 .477 .110 .361 4.321 .000 
X2 .216 .041 .430 5.204 .000 
X3 -.046 .075 -.049 -.615 .540 
            Source: Processed data, SPSS (2018) 
 
 
Based on Table 3, a regression equation can be formulated to determine the effect of independent 
variables on dependent variable as follows: 
 
Y = a + b1X1 + b2X2 +b3X3 + e  
Y= 1.048 + 0.477X1 + 0.216X2 – 0.046 + e 
 
Description: 
 
Y: Decision to use 
e: Standard error 
X1: Perceived ease of use 
b1: Regression coefficient of perceived ease of use 
X2: Word of mouth communication 
b2: Regression coefficient of word of mouth communication 
X3: Brand image 
b3: Regression coefficient of brand image 
 
 
4.4. Statistical t-Test (Partial) 
 
       Table 4 Statistical t-Test (Partial) 
 
         Source: Processed data, SPSS (2018) 
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4.5. Effect of Variable X1 (Perceived Ease of Use) on Variable Y (Purchase Decision) 
 
The variable X1 has a t-calculate of 4.321 (greater than t-table 1.667) or a significance value of 
0.000 (smaller than alpha 5%). It means that variable X1 (perceived ease of use) has a significant effect 
on variable Y (purchase decision) at alpha 5%. X1 variable (perceived ease of use) has a significant effect 
on variable Y (purchase decision). 
 
Current internet advancements make it easy to pay at Lazada. There are several options to pay 
such as bank transfers, credit cards, on-the-spot payment, payment through mini market that has 
collaborated with Lazada, and even through installments (credit). This convenience is one reason 
consumers want to shop at Lazada. In addition, Lazada services also often offer discount offers such as 
flash sale on certain days, free shipping in a minimum specified amount, and other attractive offers. The 
convenience provided by Lazada triggered potential customers to continue to use Lazada as a place to buy 
all the needs they want. 
 
 
4.6. Effect of Variable X2 (Word of Mouth Communication) on Variable Y (Purchase Decision) 
 
The variable X2 has a t-calculate of 5.204 (greater than t-table 1.667) or a significance value of 
0.000 (smaller than alpha 5%). It means that variable X2 (word of mouth communication) has a 
significant effect on variable Y (purchase decision) at alpha 5%. Variable X2 (word of mouth 
communication) has a significant effect on variable Y (purchase decision). 
 
The marketing activities carried out by Lazada are strong enough so that it can affect consumers’ 
interest in shopping at Lazada. It happened because the reviews of previous customers were quite good 
and the rating of the seller was also good so that the interest of consumers to purchase was very strong. 
The more consumers give a review stating that they are satisfied to shop at Lazada and satisfied with the 
items he buys in terms of packaging, authenticity and quality of goods, the better marketing through word 
of mouth communication. 
 
Word of mouth communication affects consumers to talk about, promote, and sell company 
brands to others. Lazada’s services are quite strong because Lazada provides a review column for buyers 
of the items they have purchased on the Lazada application or website containing good reviews and 
satisfying consumers. Therefore, someone will be interested in buying products at Lazada because they 
read the reviews in the provided columns. 
 
 
4.7. Effect of Variable X3 (Brand Image) on Variable Y (Purchase Decision) 
 
The variable X3 has a t-calculate of -0.049 (smaller than t-table 1.667) or a significance value of 
0.000 (bigger than alpha 5%). It means that variable X3 (brand image) does not have a significant effect 
on variable Y (purchase decision) at alpha 5%. Variable X3 (brand image) does not have a significant 
effect on variable Y (purchase decision). 
 
The research findings found that brand image does not affect purchasing decisions. Although 
there are many downloaders of the Lazada application, these users do not necessarily make purchases at 
Lazada. Lazada’s e-commerce service brand still ranks under Shopee e-commerce services, because there 
may be several sellers on Lazada that are not trusted; thus, affecting Lazada's brand image as an e-
commerce service. In addition, it includes poor service during product shipping; for instance, products do 
not arrive on time as scheduled, bad and unclear seller services in answering questions from prospective 
buyers, the absent of up-to-date notification for product shipping, and non-original goods that are that are 
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sold at high prices so that consumers felt that they have been cheated. These things have an effect on 
Lazada’s brand image. If the problem is solved properly, it will affect Lazada’s brand image better. 
 
 
4.8. Statistical F-Test (Simultaneous) 
 
 
      Table 5 Statistical F-Test (Simultaneous) 
 
      Source: Processed data, SPSS (2018) 
 
 
Based on the results of the SPSS output above, the value of F-calculate is 21.899. Next, it was 
continued by looking for the value of F-table (k-1; n-k). It obtained F-table value of 3.09. It was found 
that the F-calculate value was 21.899 which was greater than the F-table of 3.09. It can be concluded that 
the independent variables X1, X2, and X3 simultaneously affect the dependent variable (Y). 
 
 
4.9. Coefficient of Determination (R2) 
 
Based on the results of testing that has been carried out, the coefficient of determination has a 
value of 0.406 or 40.6%. It shows that the ability of the independent variables to explain the variance of 
the dependent variable is 40.6%, which means that there are 59.4% of the variance of the dependent 
variable explained by other factors. Based on this interpretation, the value of R square is between 0 and 1. 
Based on the results of the SPSS output, the value of F-calculate is 21.899. Next, it is continued by 
looking for the value of F-table (k-1; n-k). It obtains F-table value of 3.09. Then, the F-calculate value is 
21.899 greater than the F-table of 3.09. It is concluded that the independent variables X1, X2, and X3 
simultaneously affect the dependent variable (Y). 
 
 
5. Discussion 
5.1. Effect of Perceived Ease of Use Variable on Purchase Decision Variable 
 
Perceived ease of use has a significant effect on purchasing decision because Lazada provides 
easy payment to consumers and often provides flash sales and discounts on certain days. This 
convenience makes consumers decide to shop at Lazada. It is expected that Lazada can maintain the 
service and even be able to innovate with it so that it can attract consumers to shop at Lazada e-commerce 
services. 
 
These findings are similar to the research conducted by Doshi (2018) which shows that perceived 
ease of use has a positive correlation with e-commerce services because it is an easy-to-use site and 
application. When users feel that it is easy, they become proficient and can operate it easily. When it is 
clear and understandable, users feel flexible to interact with the service. This is also the same as the 
findings of the research obtained by Surendran (2012) who mentioned that perceived ease of use has been 
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widely used to help understand and explain user behavior in an information system. The ease of use of 
information systems has an effect on users in using the system. 
 
 
5.2. Effect of Word of Mouth Communication Variable on Purchase Decision Variable 
 
Word of mouth communication has a significant effect on purchase decisions that is caused by 
good reviews provided by consumers who have previously shop at Lazada. Therefore, it affects other 
consumers to shop there. If the seller can maintain the quality and service, the word of mouth 
communication will be better and attract many consumers to buy products at the seller. Moreover, 
Lazada, as the party that provides facilities to the sellers, must continue to maintain the sellers at Lazada 
to provide better services and products so that consumers feel satisfied shopping at Lazada. 
 
This is similar to the findings of a research conducted by Luong (2017) who found that electronic 
word of mouth greatly affects brand image and customer’s intentions in Vietnam. Research conducted in 
Egypt by Elseidi and El-Baz (2016) concluded that eWOM can positively or negatively shape brand 
image and attitude in the consumer mindset. Finally, the effect of word of mouth electronic 
communication on consumer buying intentions is significant and can bring positive changes in consumer 
attitudes to the brand when consumers receive information from trusted sources. 
 
In addition, there are also researches that have the same findings as this research that were 
conducted by researchers from Newcastle University, Washington State University, Auburn University by 
Haijli, Lin, Featherman, and Wang (2014). In their research, they showed that buyers tend to search for 
social WOM for new products based on information provided by other consumers through assessment 
and review. 
 
 
5.3. Effect of Brand Image Variable on Purchase Decision Variable 
 
Brand image does not significantly affect purchase decision because there are still some sellers 
who sell non-original items so consumers feel disappointed to shop at Lazada. It has made Lazada’s brand 
image worse. In addition, there are a number of other things such as the poor service of the seller in 
replying to questions from prospective buyers so that potential customers feel unappreciated. This will 
also adversely affect Lazada’s brand image. 
 
In previous researches, other researchers showed that there is a significant correlation between 
brand image and purchasing decision (Shukla, 2011). Charo et al (2015) found that brand image has a 
significant and positive effect on purchase decision. Jallilvand and Samiei (2012) and Torlak et al (2014) 
found that brand image has a moderating effect on purchasing decisions. That is also the same as the 
research conducted by Zhang et al (2004) who investigated the direct effects of brand image and service 
quality on brand image and purchase decision for private label brands. They revealed that there is a 
positive correlation in purchase intention that is affected by brand image. The research findings are 
different from previous studies because there are still some non-original items that make its brand image 
worse. 
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5.4. Simultaneous Effect between Perceived Ease of Use (X1), Word of Mouth Communication 
(X2), and Brand Image (X3) Variables on Purchase Decision (Y) 
 
Based on the results of the F-test, the F-calculate value is 21.899 > F-table 3.09 with a 
significance level of 0.000 < 0.05. It is concluded that there is a linear correlation between the 
independent variables (X1, X2, X3) and the dependent variable (Y) as a whole.  
 
 
Conclusion 
 
The results of the determination test mean that the effect of the independent variables (as a whole) 
on the dependent variable is 40.6% and the remaining 59.4% is affected by other factors outside of this 
research. 
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